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background & objectives




background & objectives

DDB is developing a campaign for Energy Upgrade California to help empower California residents to become energy
stewards. A segmentation study was commissioned to gain a better understanding of the mindsets of Californians

when it comes to energy savings and conservation.

More specifically, this aims to:

» Determine the optimal targets by identifying consumer mindsets, needs and behaviors

» Determine what motivates each of the segments

» Determine current behaviors for each segment and how this behavior differs across segments
* Profle segments in depth to understand key differences (e.g. media habits, activities, etc.)

While the primary focus of this research segmentation will help inform development for the upcoming campaign, this
also establishes abaseline that will be used to measure the impact of the marcom over time.
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methodology




methodology | quant

target audience

N=5000

CAresidents

Ages 18+

Demographics representative of CA (within +5%): ethnicity, gender, county
population

Survey offered in English or Spanish

methodology
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Field Dates:
January 19 — February 7

~25 min
online survey



energy consumer landscape




key insights — attitudes & behaviors

« The Californian mindset largely aligns with the upcoming campaign (i.e. small changes make
a big difference).

« Though with regards to energy specifically, there is less clarity around how each individual
can play arole ata local or state level.

« Costand altruism (e.g. being a more thoughtful human, less wasteful) are top motivators for
becoming more energy efficient.

« Howeverthe realityis that convenience, simplicity and again, cost are big factors in actually
practicing energy efficiency.

»  Utility providers and the web are most frequented channels to consume energy-related
information, making them optimal for messaging placement.
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key insights — KPls

« EUC awarenessis healthy (but potentially overstated), and familiarity is low. Ideally the
campaignwill help to deepen understanding of EUC and its initiatives.

« While awareness and opennessto adopt energy efficient practices is high, improving
consistency will be a key challenge.

» Thus, considertargetinglow risk actionsfirst (e.g. turning off lightsand TV), because as
energy management becomes more habitual, it may in turn become easier overtime.

 Assome actions are less intuitively associated with energy waste, continue to educate
Californians andincrease awareness about where and how to lessen usage.

« Californians are highly motivated by cost savings— use messaging to showcase how taking
compounded low risk actions canimpact their bottom line.

dh



Overall, Californians view themselves as open minded, take pridein their state,
and tend to be more tech-engaged.

psychographics (top 2 box)

Personal Attitudes

| am always looking for ways to decrease
costs and reduce monthly expenditures

| consider myself to be very open minded

| like to keep up to date with current
events and news

I’'m proud to be a Californian

| don’t like surprises so | always plan
ahead

I’m a creature of habit and don’t
particularly like change

I live for today because tomorrow will take
care of itself

| am actively involved in my community

10 Base Total (5012)

63%

47%

44%

40%

88%

87%

85%

83%

Technology Attitudes

| am enthusiastic about technology and
gadgets

| notice when people are using new
products and services

| actively recommend
products/services/experiences to my
friends/family

| always am the first to know about
breaking news

I’'m one of the first of my friends to buy new
electronics

Q1 Using a scale of 1to 5 where 5 means ‘strongly agree’ and 1 means ‘strongly disagree,” how well does each of the following statements describe you?

71%

70%

68%

60%

43%



There is common agreement that climate change is real, and that everyone plays
arole in protecting the environment, no matter how smaill.

attitudes toward environment (top 2 box)

Everyone needs to do their part to ensure the _ 91%
environment is healthy
Even small changes can make a big difference in _ 89%
helping to protect the environment
Environmental challenges like climate change are _ 84%
important issues
I am willing to take an extra step if it means being _ 81%
more environmentally conscious

It is important for others to see me as

. ) 52%
environmentally conscious

Climate change is really just a hoax propelled by

0,
politics and the media 2l

11 Base Total (5012)
Q2A Using a scale of 1to 5 where 5 means ‘strongly agree’ and 1 means ‘strongly disagree,” how well does each of the following statements describe you?



Energy efficiencyis importantto most and interestin doing more is desired,
however, thereis less understanding in individual roles as part of the big picture.

attitudes toward energy — individual & community (top 2 box)

Intrinsic

When given the choice, | opt for more energy
efficient appliances/electronics

| am proud when | figure out ways to save a
few dollars on my energy bill

Making my home more energy efficient is
important to me

| do everything | can to use as little electricity
as possible at home

| am always seeking out more ways to become
energy efficient

| want to have more control over my energy
(i.e. solar) and not rely on the grid

| am often the first in my circle of friends/family
to adopt energy efficient practices

12 Base Total (5012)

86%

85%

83%

78%

74%

73%

50%

Community

It is important to find alternative energy
sources such as solar or wind energy

We should be using energy from clean
sources to reduce reliance on coal

I’'m concerned about the rising cost of energy
We have to change our lifestyles to reduce
energy consumption

| believe the CA should do more to implement
smarter, more efficient energy practices

We are too dependent on foreign oil

It frustrates me when | see others being
wasteful with their energy usage

| play an important role in making my city/state
more energy efficient

Q2B Using a scale of 1to 5 where 5 means ‘strongly agree’ and 1 means ‘strongly disagree,” how well does each of the following statements describe you?

86%

85%

84%

79%

79%

75%

75%

46%



Most Californians are tuned in to the energy conversation.

ca perceptions

Top 2 Box 7% 75% 75%

Strongly agree

Somewhat agree 42%
There’s a widespread In California there is a big The state of California
expectation for all push from the state for encourages everyone to
Californians to be more EVERYONE to come use energy (i.e. run
conscious of ENERGY and together and reduce appliances) during off peak
how they use it. ENERGY consumption. times (4-7 PM).

13 Base: Total (5012)
Q8 Next, we'd like you to rate how much you agree with each of the following statements. Please use a scale of 1 to 5, where 5 means “you strongly agree” and 1 means “you strongly disagree.”
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Personal ethics and cost savings are biggestdriversin becomingmore energy

efficient.

motivations

Being a responsible, thoughtful human

Cost savings on energy bill

Not being wasteful

Passing responsible values to my family/children

Making my home safer

Being true to my values

Upgrading my home with technology that can help reduce my energy consumption
Not leaving energy issues to the next generation

Desire to help lower carbon emissions

Helping my state meet its 2030 goals of 50% renewable energy and 40% less carbon emissions
Making my home more comfortable

Having more energy independence as an individual

Using energy during times when it can more easily be provided

Avoiding the need for additional power plant construction

Helping my state set an example that can be replicated by other states and nations
Because | care about California

Contributing to a movement to keep my state number one in energy efficiency

I 10.04
I ©.75
I 0.68
. 7.16
Il 6.87
I 6.51
Il 6.46
Il 6.36
B 582
Bl 52
B 4.69
441
B 429

Bl 346

Bl 3.44

Bl 3.04

I 283



Frequencyis higher for actions where energy usage is more obvious (i.e.a
switch or power button).

frequency of actions
Turn off the TV when no one is in the room or actively watching 11% 68%
Turn on only the minimum number of lights necessary 50% 10% 60%
Turn off your computer when it isn’t used 139" 58
Run the dishwasher, laundry, other appliances during low demand times 13%° 44%
Turn off lights/appliances when the state encourages you to use less = Al the time
energy to avoid blackouts 35% 9% 44%
Sometimes
Unplug cell phone chargers 1490 439 Have done
Unplug other electronic devices and appliances when they’re not bein
Pus " et oo el +2%
Set the thermostat below 70 in winter months and above 75 in summer 7% 40%
months
Turn off power strips (2 13% 29%

Use smart devices to monitor daily usage. That way you know when o, P 0
you're using the most energy each day/month/season o 15%

15 Base Total (5012)
Q5 Please indicate how frequently your household does the following actions. Please think not only about your own actions but anyone who might live in your home.



Convenience and top of mind awareness are the key barriers to making actions
routine.

reasons for not taking actions regularly

40%

31%

16%
3% 2%
I I
It’s not convenient to | don’t remember (to It’s not something It’s not that | don’t think it will
do all the time take action) | think about important to me make a difference

16 Base Those who have taken action (5627)
Q5A You mentioned that you/your household don't regularly do the following actions. Please tell us why.



Unaided awareness is low across the category, speakingto the opportunity for
EUC to lead the energy movement.

unaided awareness

12%
10%
9%
8%
3% 3% 3% 3%
2% 2% 2%
H B B B
Bl O Ol
PG&E  Solar energy Energy Star SCE SDG&E SoCalGas Energy Reduce, GE DWP Conserve EUC
B o ! o Saver Reuse and . water
Pacific Gas and Southern California  San Diego Gas &  Southern California General Electric Department of Energy Upgrade
Electric Company Edison Electric Gas Company ReCyCIe Water and Power California

Base: Total (5012) %
17 Q9

We'd like you to think about energy efficiency actions, programs, and initiatives. Please type below the name of the different programs and initiatives you have heard of including the brands/companies/government institutions )
promoting these programs/initiatives/actions. You can type as many as you like.



Although over half of respondents are aware of EUC, familiarity is low.

aided awareness & familiarity

Familiar

| feel like | know a lot about it

| feel like | know some about it

I feel I know a little bit about it

I've only heard the name

I've never heard of it

18 Base Total (5012)

27%

19%

21%

17%

Energy Upgrade California

64%

Totalaware

Q10 We'd like you to think about how familiar you are with the program/initiative listed below. Please mark the box that comes closest to describing how familiar you are with that program/initiative
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the segmentation process

1. Factor Analysis

Determine common
themes for core
inputs

2. Cluster Analysis

Cluster like-minded
respondents,
ensuring
differentiation
across groups

3. Cluster
Screening

Vetting process to
ensure cluster
solutions pass
statistical tests

4. Initial Profiles

Profile each
segment on key
demos & behaviors

5. Optimal Solution

Determine optimal
segment solution
based on relevance
to the business




segment solutions
5 segments
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segmentsizes

mSegment 1
B Segment 2
ESegment 3
B Segment 4
B Segment 5
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segment overview




attitudes toward environment/energy (top 2 box)

Segment Segment Segment Segment Segment
1 2 3 4 5

Environmental challenges like climate change is an important issue 57% 82%
Everyone needs to do their part to ensure the environment is healthy 78%
Even small changes can make a big difference in helping to protect the environment 73%
We should be using energy from clean sources (such as wind, water. and solar) to 68%
reduce reliance on coal
| am willing to take an extra step if it means being more environmentally conscious 53%
It is important to find alternative energy sources such as solar or wind energy 72%
| believe the state of California should do more to implement smarter, more efﬁqient 58%
energy practices
We have to change our lifestyles to reduce energy consumption 58%
| am often the firstin my circle of friends/family to adopt energy efficient practices 56%
| play an important role in making my city/state more energy efficient 55%
| am always seeking out more ways to become energy efficient 55% 75%
It is important for others to see me as environmentally conscious_ 60%
| do everything | can to use as little electricity as possible at home 66% 79%
Making my home more energy efficient is important to me 70% 82%
It frustrates me when | see others being wasteful with their energy usage 53% 74%

24



attitudes toward environment/energy (top 2 box)

Segment Segment Segment Segment Segment
1 2 3 4 5

It takes too much effort to be energy efficient

We should be spending our time on more important issues than energy efficiency and
consumption

| don’t really think about where my energy comes from, as long as it's available when |
need it

| feel overwhelmed by the amount of information available to me about being energy
efficient

| believe the government spends too much money on energy efficient initiatives

It's the responsibility of the government, not individuals, to make sure we have enough
energy resources

Climate change is really justa hoax propelled by politics and the media

We are too dependent on foreign oil 1% 73% 74% 78% 7%

| am proud when | figure out ways to save a few dollars on my energy bill
When given the choice, | opt for more energy efficient appliances/electronics

| want to have more control over my energy (i.e. solar) and not rely on the grid

25 Average # of energy efficient actions done



motivations (maxdiff)

Segment Segment Segment Segment Segment
1 2 3 4 5

Cost savings on energy bill 4.29
Having more energy independence as an individual 6.55 5.35 3.92
Desire to help lower carbon emission 5.40 4.02 8.73 8.97
Making my home more comfortable (i.e. warmer, dryer, cooler, etc.) 5.65 4.04 ‘
Making my home safer (e.g. replacing old/faulty appliances, eliminating dust, etc.) 7.82 7.38

Upgrading my home with technology that can help reduce my energy consumption 7.75 8.21 4.30 7.27 3.90
Being true to my values 6.89 5.08
Being a responsible, thoughtful human 8.57 7.67
Passing responsible values to my family/children 5.06 5.33

Not being wasteful 1128 818

Using energy during times when it can more easily be provided 4.95
Avoiding the need for additional power plant constructio
Contributing to amovement to keep my state number one inenergy efficienc

Helping my state set an example that can be replicated by other states and nation:

Helping my state meet its 2030 goals of 50% renewable energy and 40% les

carbon emission: 5.67

Not leaving energy issues to the next generatio

Because | care about Californi

26
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demographics

Segment Segment Segment Segment Segment
1 2 3 4 5

18%

Median age:

Average age 40
Gender
Female 48%
Income
Under $25000  15% 7% 15% S
$25,000-$34,999 12% 12% 12% 12% 12%
$35,000-$49,999 13% 13%

$50,000-$74,99
$75,000-$99,999
$100,000-$149,99

$150,000 - $199,99

More than $200,00

Median income (thousands)
Average income (thousands)
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demographics

Native American or Alaska Nativ

Segment Segment Segment Segment Segment
1 2 3 4 5
Ethnicity
African American 6% 8% 6% 4% 5%

Asian 14% 15% 12%

Caucasial
Hispanic/Latin

Pacific Islande
Othe

Own or rent
Ren 51%
Monthly Bill

Average montly bill  st119 |GGG S0 ST

Political Party Affiliation

Independent

Other (specify)
None of the above
Prefer not to answel



segment overview

Segment 2

Segment 1
30%

16%
Care ifthere’s a personal interest, EAware of issues, but not motivated toé
energy efficiency not priority do anything

Segment 5
18%

Talk the talk and walk the walk
(Energy steward)

Segment 4

Segment 3
17%

19%

Quiet advocates for change Talk the talk, don’t walk the walk

Spontaneous, tech

Not social influencer, not involved in
engaged/influencer,

community, tech laggard

Less open minded, less pride in being

Californian Open minded, proud Californian

Less engaged in
environmental/energy issues. Not
skeptics but environment/energy not

a concern

Conscious of environmental/energy

overwhelmed

Want change but unsure of specific

Not environmentally active/energy
actions, but believe they play a role

efficient

Motivations: primarily financial, but
also home upgrades and not being
wasteful

Motivations: primarily financial, but
also home upgrades

Awareness of actions: low
Actions taken: low
Advocacy: low

Awareness of actions: average
Actions taken: average
Advocacy: average

29

early adopters :community or social/tech influencers)

Conscious of environmental/energy

issues but skeptical about efforts and

Willing to make changes to be energy

Tech engaged, social influencer,
involved in community, more open to
change

Less tech engaged, not social

More introverted (not active in
influencer

Open minded, proud Californian Open minded, proud Californian

issues

Heightened awareness of

Heightened awareness of
environmental/energy issues

Acknowledges seriousness of
environmental/energy issues

environmental/energy issues

Actively looking for ways to be more
energy efficient, ‘believe’ they lead : Altruistic, on the forefront of adopting

the way in adopting energy efficient energy efficient practices
practices

efficient but not likely to be leading
the way

Motivations: greater good (meet state: Motivations: intrinsic, greater good
goals, help state set example, lower : (not leaving energy issues for the

carbon emissions), willing to sacrifice next generation, lower carbon
cost emissions)

Motivations: intrinsic (thoughtful
human being, true to values)

Awareness of actions: high
Actions taken: high
Advocacy: high

Awareness of actions: low
Actions taken: average
Advocacy: average

Awareness of actions: high
Actions taken: high
Advocacy: high

b



additional segment solutions
4 & 6 segments
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segment overview

Segment 1

22%

Care if there’s a personal interest,
energy efficiency not priority

Segment 2
34%

Aware of issues, but not motivated to
do anything

Quiet advocates for change

Segment 4
20%

Talk the talk and walk the walk
(Energy steward)




cluster migration

4 segmentsolution vs. 5 segmentsolution

Segment Segment Segment Segment Segment
1 2 3 4 5

Segment 1 21% - -
Segment 2 - 20% 1%
Segment 3 - 9% 59% - 32%

Segment 4 - - - 51% 49%



cluster migration

5 segmentsolution vs. 6 segmentsolution

Segment Segment Segment Segment Segment Segment
1 2 3 4 5 6

Segment 1 - - - - 12%
Segment 2 1% 55% - - 1% 43%
Segment 3 1% 0% - 4% 1%
Segment 4 - 37% - 63% - 1%
Segment 5 - 2% - 9% 3%




next steps
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next steps

Priority segments
* Deep dive analyses will be conducted by db5 after alignment on priority segments

Final deliverables
+ Executive levelreport delivered and final presentation w/o March 20



